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Abstract

Research Title : Relation Between Perception ,Brand Image, Service Quality and Purchase

Intention of Consumers to Use CIMB Thai Credit Card in Bangkok
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The purposes of this research are to study Relation Between Perception ,Brand Image,
Service Quality and Purchase Intention to Use CIMB Thai Credit Card among Consumers in
Bangkok. The sampling group was classified by consumers in Bangkok for the total of 400
consumers. The questionnaire was used as the data collection instrument. The statistical analysis
used for analysis include percentage, mean, standard deviation, Pearson’s correlation coefficient and
multiple regressions.

Most of the respondents are female, age between 31 — 40 years with highest education level
of bachelor degree. Most of the respondents were employees in the private companies with the
average monthly income between 15,001 - 30,000 THB.

According to the hypothesis testing, it was found that perception and service quality are the
relation that influence Intension to use CIMB THAI credit card with statistically significant at the
0.05 level. Brand image do not found to have relation on the Intension to use CIMB THALI credit
card.

Additional study about tool of marketing that involve perception of CIMB Thai Bank is

needed, because of present many banks develop both new technology and innovation service.



Further development to create good customers perception will increase the loyalty of customers for

CIMB Thai Bank in the future.
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